Summary
Introduction
Tourism is a factor of numerous changes in rural areas. Primarily due to the whole range of services, activities and complementary content such as agrotourism, recreation, EP 2017 (64) 2 (659-670) education, cultural events etc. (Randelli et al., 2014) . Vujko and Gajić (2014) observes rural tourism as a key factor of rural areas revitalisation process with a special emphasis on problems and current condition of rural tourism in Serbia, assuming that such position is important in the new identity of Serbian village. According to Petrović (2014) , it is estimated that about 300 rural households with 8,000 beds offer services and realize over 150,000 overnights annually (Vujko et al., 2016) . Agritourism is significant factor of sustainable rural development (Petrović et al., 2017) . The total offer comprises about 8,000 beds. Average length of stay in a household is 2.8 days (Petrović, 2014) . It is evident that the number of households constantly increases. Due to this, many family farms have to look for new ways to survive and one solution is to host tourists in the family property. According to Iorio and Corsale (2010) , this kind of enterprises can bring several economic benefits, including increased farm gross income (when the family owns the farm), the generation of cash flow and the creation of employment opportunities for family members.
Travel Agencies have been recognised as a vital component of agritourism and have become an integral part of travel and tourism industry at global (Topolšek et al., 2014) . These trends must be considered unique (Vujko, Gajić, 2014a) , as there are tourists all over the world with the same or similar motives. According to Aguiar-Quintana et al., (2016), travel agencies acting as intermediaries between corporate clients and suppliers. Recent studies have shown that the travel agencies are becoming increasingly aware that multidimensionality require collaboration among various providers involved in the chain as well as agritourism accommodation sector, all necessary for the survival and development of sustainable destinations (Sigala, 2008; Oroian and Gheres, 2012; Topolšek et al., 2014) .
The study started from the hypothesis H that there is a need for integration among travel agencies and accommodation capacity. The aim of the paper is to highlight the importance of the integration of travel agencies and accommodation capacity and to reveal the reason of insufficient integration. Questionnaire survey was conducted in 7 (seven) municipalities in Serbia on 164 respondents. The authors used descriptive statistics and multivariant analysis and data processing in IBM SPSS Statistics 19 programme which lead to certain conclusions. The obtained results will have wide application in numerous aspects of multifunctional agriculture and other economy segments in rural areas. The results of questionnaire survey will contribute to identify particular problems that have to be overcome and to follow directions to integrate agritourism accommodation sector and travel agencies in Serbia. Nickerson et al. (2001) say that rural area is the basic resource for the development of agritourism and that this tourist activity relies on the city residents' need for peace and outdoor space for recreation. Such activities involve staying in rural and natural environment, educational visits, recreational activities or selling agricultural and homemade products (Sznajder et al., 2009; Petrović et al., 2017) . According to Petrović et al., (2017) , agritourism is part of so-called alternative types of tourism, which appeared in 1980s as a consequence of the 'green consumption' trend, as well as a consequence of the awareness of travelling in accordance with the environmental protection. In their papers on agritourism, Nilsson (2002) and Petrović et al., (2017) define agritourism as an essential segment of rural tourism. According to Nilsson, rural tourism is generally based on rural environment, while agritourism is based exclusively on farms and farmers' offer.
Literature review
The development of agritourist activities in Serbia does not have a long tradition because a more organized flow of visitors in these areas began to take place about the middle of the 70s of the 20 th century (Petrović et al., 2017) . In Serbia, agritourism is recognized as an important factor of multifunctional rural development. According to Petrović et al (2017), this form of tourism should be one of the main potential and a factor of integral development of rural areas in Serbia.
According to research conducted by Aguiar-Quintana et al., (2016), the most of the studies relating to travel agencies tries to identify three main strategies for business improvement: (1) strategies related to service quality of the supplier (2) strategies focused on the demand side and (3) strategies related to the efficiency of the supplier. It can be said that some research studies have been conducted from the perspective of tourists (Aguiar-Quintana et al., 2016; Del-Chiappa, 2013; Kuo et al., 2013) . These studies aim to increase aspects such as motivations and attitudes, the need to travel with the agency and behavior toward travel agencies. Enrique-Bigné et al., (2005) states that there is a positive relationship between perceived service quality and business performance and that the new communications technologies, such as the Internet has an enormous impact on the intermediation function of agencies.
According to Medina-Muñoz and Garcıá-Falcón, (2000), all tourism organizations have relationships with other entities (i.e. suppliers, distributors, competitors, public organizations, governments, etc), and the new technologies, particularly the Internet, are forcing them to change their traditional modes of operation. Same authors state that potential benefits of such integrations include more sales from travel agencies, appropriate commission levels, additional and improved promotional and advertising support by travel agencies, and compatibility of travel agent clientele with accomodations facilities' properties (Medina-Muñoz, Garcıá-Falcón, 2000).
Research Methodology
This study was conducted in the city of Novi Sad eminent travel agencies and Fruška Gora Mountain accommodation facilities, located in Vojvodina, Serbia. We examined the 164 guests of 23 accommodation facilities from seven places on Fruška Gora Mountain: Petrovaradin, Sremski Karlovci, Čortanovci, Ledinci, Sremska Kamenica, Erdevik and Banstol, and 37 employees in 16 travel agencies located in the city of Novi Sad. The survey was conducted between April and August 2015. The paper was divided into two parts. In the first part of the paper were examined the guests of accommodation facilities (Table 1) .
EP 2017 (64) 2 (659-670) Participants were asked about the main reason for visiting selected objects, and the influence of travel agencies in the selection of the accommodation facilities. There was (57.3%) of females and males (42.7%). Most respondents were in the age categories 21-30 (50.0%) and 31-40 (30.5%) and married (34.4%) and held a high school degree (53.4%).
The survey questionnaire contains a number of 36 questions relate to the ranking of different positions according to the criteria of tourists satisfaction with Fruška Gora Mountain accommodation capacity. In order to measure the attitudes of tourists, a five-point Likert scale of importance has been used. The paper presents the data factor analysis of satisfaction of seven subscales. The factor analysis, with using the method of extraction -Analysis of the main components (PCA), has determined one-dimensional and factorial validity of each of the factors. The key is formed on the basis of the model used in the study of Albacete et al., (2007) .
Some of the most important questions that needed to be answered were: whether there is a need for integration and what are the factors influencing integration among travel agencies and agritourism accommodation facilities. And to answer it, three low-level hypotheses were formed: h1 -Tourists gladly and often visited accommodation facilities on the Fruška Gora Mountain; h2 -Tourists find out all the information by themselves, not via travel agency; h3 -Tourists believe that the travel agencies in their offer should have accommodation facilities from the Mountain.
The second part of the paper attempts to determine the involvement level of rural destinations in the tourist offer of travel agencies. Employees were asked whether they have mentioned facilities in their itineraries, and they were asked to provide a detailed explanation of their "point of view". Within this group of variables the lower-level hypothesis has been set: h4 -Travel agencies in their offer do not have mentioned accommodation facilities; h5 -Travel agencies recognize the importance of integration with accommodation facilities. 
Results and discussion
Validity of subscales "Relations with tourists" was confirmed by factor analysis, main components method ( Table 2 ). According to the Guttman -Kaiser Criterion, the first two factors are important, but first factor involves 2.2 times more variance than the other. Based on this we can conclude that the subscales is one-dimensional and homogeneous. The first factor comprises 44% of the variance, whereas the second factor comprises 21% of the variance. 
Source: Own calculations
According to factor loading analysis, presented in Table 3 , we may conclude that all items, have significant values of factor loading which pointed out mutual measurement subject. Table 3 . Saturation factor for the item "Relations with tourists" as the main feature of the tourism offer -Factor Analysis
Responses Extraction
Household members know the traditions, customs and history of their village .748
Household members are engaged in activities that make our visit more complete (souvenirs made, weaving workshops etc.) .509
Household members give us good advice and suggestions regarding activities that make our visit complete .690
Household members give us the interesting information about rural food from the villages .612
Household members treat us with kindness and warmth .687
Household members are friendly toward us .705
Source: Own calculations
There are 970 registered (Petrović, 2014) AAFs (agritourism accommodation facilities) in rural areas of Serbia. The total offer in agritourism is approximately 8,000 beds. Average stay of tourists in an AAFs is 2.8 days (Petrović, 2014) . According to Pena et al., (2013) , agritourism accommodation facilities are frequently included into the valorisation system with the aim of offering an objective estimation of the quality standard for the tourists (Pena et al., 2013) . The results seen in Table 2 and Table 3 show that tourists are very satisfied with the accommodation facilities from Fruška Gora Mountain, so, the analysis of the data confirmed lower-level hypothesis h1 that the tourists gladly and often visited accommodation facilities on the Fruška Gora Mountain. Table 4 and Graph 1 shows that no one of the tourists did not come through the agency, which was confirmation of lower-level hypothesis h2 that tourists find out all the information by themselves, not via travel agency.
Diverse offer represents the true capabilities of the travel agency in the mind of the user. Travelling is easier, booking is easier and tourists will return to that travel agency. Furthermore, these cooperation conditions could represent major sources of competitive advantage for both travel agency and accommodation facilities. Some of supporting factors for this finding are displayed in Table 5 and Graph 2 which was confirmation of lower-level hypothesis h3 that tourists believe that the travel agencies in their offer should have accommodation facilities from the Mountain. According to Medina-Muñoz and Garcıá-Falcón, (2000) the role of travel agencies is expected to grow in importance for several reasons: they are very close to the industry's consumers, they are key players in the spreading of new technologies, including reservation; there are promoters of the destination etc. It is important that agencies understand importance of linking and its role in the development of destination. According to data from Table 6 and Graph 3, we can conclude that the agency do not have mentioned accommodation facilities in their itineraries, which was confirmation of lover-level hypothesis h4. In Table 7 and Graph 4, there is frequency of question: 'detailed explanation about why they do not have Mountain in their offer'. As it can be seen in Table 7 , only three travel agency says that they are not thought about why they did'nt mentioned accommodation facilities in their itinerary. All the others, pointed to the importance of integration. In addition, "Look in the future" seems to be especially important in relationships between hotels and travel agencies. It means that travel agencies recognize the importance of integration with accommodation facilities, which was confirmation of lover-level hypothesis h5.
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Conclusion
This study integrates the similar opinions of tourists and travel agency managers through a qualitative study, and trying to understand the level of integration among agritourism accommodation sector and travel agencies and the possible actions they can take to increase the level of integration in the future. According to Petrović et al., (2017) , agritourism ensure profit for the owners of the accommodation units, as well as the households, which they buy agricultural products from (cheese, kajmak (milk cream), vegetables, prosciutto, honey, brandy, wine etc.). It is estimated that there are about 300 rural settlements in which there are tourist activities in Serbia (Petrović, 2014) . The destinations in agritourism are distributed in 67 municipalities and it can be said that is obvious significant increase of tourist visits to villages, especially in the villages of Vojvodina Province in northern part of Serbia. Rural development in Serbia has been defined as economic, social and ecological priority by the Government of the Republic of Serbia. Diversification of rural economy towards socially, economically and ecologically sustainable form aims at improving the quality of living, lowering the poverty, as well as against social and ecological degradation (Vujko and Gajić, 2014a; Vujko et al., 2016).
The main conclusions of this study suggest that in order to have successful corelations between travel agency and accommodation facilities each entity should communicate in a timely, precise, satisfying, respecting, and credible manner. Also, they must show more commitment or enthusiasm to maintain this relationship; show a strong sense of dedication; visionary ability and sense of innovations. They must seek advice one of the other.This conclusion is explained in the light of the concepts which considers the tourists as the focus of decisionmaking.
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